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Background & Methodology 
The 2013 Visitor Profile research focused on overnight visitors to Wyoming. 

 The goals of the research were to: 
• Track information on visitors and trips to Wyoming, including mode of travel, 

accommodations, attractions and sites visited, duration of travel, and expenditures; 
• Explore where visitors come from, where they go in the state, and what they do while 

visiting; 
• Identify key motivators for visitation; and 
• Provide information that will assist in marketing efforts. 

 An online survey was conducted among a national audience to determine incidence of 
travel and to gather information on visitors and their trips. The focus was on 
overnight trips only. For 2013, a total of 9,482 surveys were conducted. There were 
553 households that reported travel to Wyoming, with some reporting multiple trips. 
Overall, data were gathered on 846 trips to Wyoming. 

 Surveying was conducted in December 2013 to gather information on trips 
throughout the year. The survey was conducted in conjunction with the advertising 
effectiveness research to provide more data and enhanced information. 
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Executive Summary 
 Overnight leisure tourism continued to grow in 2014, reaching 9.07 million visitors. 

This represents a 4.6% increase in overnight leisure visitors. This follows strong 
growth in the past three years, with the total volume since 2009 increasing over 
20%. Wyoming’s growth has significantly outpaced the national average.  

 Visitor origin continues to broaden, with more visitation from major population states 
further away (Texas, Illinois, New York).  The audience for visitation is national, and 
media options that can reach this audience are important, as is a strong presence on 
the web. This also has implications for the planning timeframe, with more people 
planning further in advance.   

 But, more of the trips include multiple states, with Wyoming being one of the places 
visited.  The goal should be to ensure that Wyoming garners as much of the trip as 
possible and that the various attributes of the state are highlighted.  Options that 
show places to visit along the way to the major sites/destinations could help promote 
additional time and money in Wyoming. 

 The major attractions and sites remain the key activities, and the drivers of visitation 
to the state.  

 Visitors this year were also older, more up-scale and there was a focus on couples 
and children.  More exploration into the different types of travelers to the state of 
Wyoming is warranted, and would help target specific marketing efforts. 
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 For Wyoming, overnight leisure tourism 
continued to grow in 2013, reaching  
9 million visitors. This represents a 4.6% 
increase in overnight leisure visitors. 

 National forecast information has not 
been released, and issues such as the 
sequester had a late season impact.  
Earlier projections (US Travel) were for a 
1.5% increase in leisure travel in 2013.  

 Last year saw a significant increase in 
marketable trips over the prior year; 
2013 travel volume remained stable.  

 These findings suggest that Wyoming’s 
marketing efforts are helping to 
motivate travel. 
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New Visitors 

 New visitors – those who 
have not visited Wyoming 
before or whose most 
recent visit was more than 
5 years ago – are an 
important part of growing 
the state’s tourism 
business.  

 This year 44% of the 
marketable trips were 
among new visitors.  This 
is down a bit from last 
year, when there was a 
great deal of pent up 
demand – but still high. If 
Wyoming can attract a 
significant number of new 
visitors and retain recent 
visitors, this balance will 
provide strong growth. 
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New Visitors 2007 2008 2009 2010 2011 2012 2013 

All Overnight 
Trips 39% 30% 35% 34% 36% 49% 40% 

Marketable 
Trips 46% 38% 41% 39% 39% 55% 44% 



Visitor Origin 
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 With the increase in 
visitation to the state, the 
origin of visitors is 
becoming more diverse.  
Nearby states are still major 
sources of visitation, but 
several more distant states 
are in the top 10. 

 With the broader diversity 
of origin, some of the states 
that were the cornerstone 
of travel have become less 
important.  Colorado has 
seen the largest decline.  
But this is positive, as 
Wyoming is not so 
dependent on nearby 
travelers. 
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Visitor Origin 
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 A review of the top DMAs that 
generate travel shows the 
continued importance of Denver 
and Salt Lake City. 

 Chicago was the next biggest 
contributor. Travel from the area 
has grown as the advertising has 
targeted that market.   

 The large California cities also 
generate significant travel. 

 Texas is growing in importance.   

City % 

Denver, CO 13.1 
Salt Lake City, UT 7.3 
Chicago, IL 5.8 
Los Angeles, CA 5.6 
San Francisco-Oakland-San Jose, CA 5.6 
Minneapolis-St. Paul, MN 5.1 
Houston, TX 4.5 
Sacramento-Stockton-Modesto, CA 3.8 
Dallas-Fort Worth, TX 3.6 
Las Vegas, NV 3.5 
New York, NY 3.2 
Phoenix, AZ 2.9 
San Antonio, TX 2.2 
Kansas City, MO-KS 1.9 
Monterey-Salinas, CA 1.9 
Columbus, OH 1.9 
Tucson (Sierra Vista), AZ 1.7 



Planning Time Frame 
 Trip planning of less than 1 month is at a 6-year low, and dropped significantly this year.  In 

part, this fits with the trend that fewer visitors are from the nearby states. 
 More than two-thirds of the trips (68%) are planned at least 2 months out, with 19% taking 

more than 6 months.  But in the adjacent markets, 61% of the trips are planned within 2 
months; in the Core markets, 72% are planned between 1-6 months; and nationally 51% 
are planned at least 3 months out. 

 This has implications for the timing of Wyoming’s tourism marketing and the timing of the 
advertising efforts. 
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Time Frame 2008 2009 2010 2011 2012 2013 

Less than 1 month 34% 33% 39% 31% 28% 18% 

At least 1 month, but less than 
2 months 19% 25% 18% 16% 21% 13% 

At least 2 months, but less 
than 3 months 15% 11% 12% 15% 17% 23% 

At least 3 months, but less 
than 6 months 15% 18% 14% 25% 22% 26% 

Six months or more 18% 13% 17% 14% 12% 19% 

Marketable Trips 
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Information Planning Sources 
 Usage of the Internet to find travel information continues to be strong, at more than 80%. 

The Internet is the key source of planning for all marketable trips.  

 Consumers did report less activity in gathering information this year, with 12% indicating 
they didn’t take any of these actions.   

 It would make sense to add some options relating to social media sources of information, 
but these should have been picked up in “other.” 

 Regardless, having a strong web presence remains key to marketing the state. 
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 Marketable trips 

Activity 2012 2013 
Used Internet  88% 83% 
Talked to friends and family  35% 26% 
Individual attraction or event to request information  17% 19% 
Individual chamber of commerce to request information  7% 4% 
Called 800 number to request info  7% 11% 
Other  5% 7% 
None  4% 12% 



Destination of Trip 
 The number of visitors indicating 

that Wyoming was their main 
destination fell this year to just 
less than 50%.  There were 
more trips that included multiple 
states, and more where 
Wyoming was included even 
though another state was the 
main destination. 

 The map shows other 
destinations visited during 
marketable trips where Wyoming 
was the main destination. 
(Numbers in parentheses show 
totals, whether Wyoming was 
the main destination or not.) 
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Trip Destination 2007 2008 2009 2010 2011 2012 2013 

Wyoming was my main destination 42.1% 50.3% 49.4% 52.3% 59.5% 58.7% 49.5% 

Headed somewhere else, but included Wyoming 14.6% 20.8% 25.4% 18.0% 20.1% 19.9% 22.0% 

One of several places I decided to visit on this trip 43.7% 28.9% 25.2% 29.7% 20.4% 21.4% 28.5% 

Other States Visited on Trip 
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Mode of Transportation 
 As in past years, the majority of Wyoming 

visitors drove. 

 Flying was at a 6-year high last year, and 
remains fairly high this year with 17% of 
travelers coming to Wyoming via air.  

 Nearby visitors drive, with those from farther 
away (outside the surrounding states) using air 
travel.   
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Mode of Transportation 2007 2008 2009 2010 2011 2012 2013 

Drove via car, van, truck or SUV  71% 77% 75% 87% 86% 77% 76% 

Flew/airplane  20% 15% 21% 9% 8% 23% 17% 

Drove via RV  7% 6% 5% 6% 5% 4% 3% 

Bus or motor coach trip  2% 5% 0% 2% 1% 2% 2% 

Motorcycle  1% 3% 0% 1% 2% 2% 2% 
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2013 WY Donut National 
Car, van, truck or SUV 92% 91% 71% 
RV 3% 5% 2% 
Flew/airplane  3% 2% 23% 
Bus or motor coach trip 1% 1% 2% 
Motorcycle 2% 2% 2% 



Trip & Party Specifics  
for Marketable Trips 
 The average trip length returned to 2007/08 pre-downturn levels, reaching 3.1 days.  

 Interestingly, though, travel party size remains lower. Since 2010, party size has been closer to 
three than four, with fewer travel parties including children (0-12 and/or or 13+).  
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Trip Specifics  2007 2008 2009 2010  2011 2012 2013 

Average duration of trips 3.0 3.1 2.0 2.6 2.7 2.9 3.1 
# people in travel party 3.9 3.7 4.2 3.2 3.4 3.2 2.9 
% with children on trip 40% 28% 40% 25% 30% 24% 23% 
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  Travel Party 2012 2013 
  Spouse/significant other 72% 79% 
  Other Family 25% 11% 
  Child(ren)/Grandchild(ren): 0-12 21% 15% 
  Friends/Acquaintances 20% 13% 
  Child(ren)/Grandchild(ren): 13+ 9% 18% 

 Travel parties this year seem to be more 
focused on couples and children than last year. 

 There were fewer parties that included other 
family and friends/acquaintances and younger 
children.  But there were more spouses, and 
more children age 13 and up. 



Trip Destinations  
for Marketable Trips 
 The top destinations within Wyoming 

remain the same: Yellowstone, Grand 
Teton, Jackson Hole and Cheyenne.  

 Visitors report an average of 4.4 
different Wyoming destinations 
during their trips, up from 3.5, but 
back to the levels from the year 
before.  The University of Wyoming 
showed up among top visited spots 
for the first time this year. 
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Destination  2010 2011 2012 2013 

Yellowstone National Park  47% 50% 49% 50% 
Jackson Hole  33% 38% 37% 40% 
Grand Teton National Park  36% 38% 40% 39% 
Cheyenne  18% 29% 17% 22% 
Snake River  13% 15% 15% 18% 
Cody  13% 19% 15% 17% 
Devils Tower National Monument  13% 18% 9% 16% 
Big Horn Mountains     7% 14% 
Buffalo Bill Historical Center     6% 12% 
Casper  14% 20% 14% 11% 
Laramie  10% 21% 12% 11% 
Sheridan  7% 16% 6% 11% 
Big Horn Scenic Byway  10% 11% 9% 8% 
Gillette  6% 11% 8% 8% 
University of Wyoming       8% 
Rock Springs/Green River  7% 11% 6% 5% 
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Seasonality & Lodging 
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Accommodations % 

Hotel, motel, etc. 82 

RV park/campground 13 

Stayed w/friends & family 8 

Rental home, condo, timeshare 4 

Dude ranch 3 

Other 1 

 This year more than half of the reported trips to Wyoming occurred in the summer, with 
a fairly even split among fall and spring and less visitation in the winter.  

 Among marketable trips, most visitors use hotel/motel accommodations, although RV 
parks/campgrounds are also popular. Other types of accommodations are much less 
prevalent. 

 These results are virtually identical to last year’s. 

Winter, 
9% 

Spring, 
16% 

Summer, 
55% 

Fall, 20% 



Activities & Motivations  
among Marketable Trips 
 Yet another consistent measure: the key 

activities that motivate people to choose 
Wyoming remain national parks, scenery and 
natural experiences.   Visiting historical sites 
was more popular this year.  

 Overall, visitors report an average of  4.2 
activities during their trips, compared to 4.5 
last year. 

 This year’s results are consistent with prior 
findings that niche activities, which are strong 
motivators for small audiences, bring visitors to 
Wyoming for snow sports, hunting, mountain 
climbing,  and attending a rodeo. 
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Activity Participate Motivate 

Visiting a state or national park 62% 45% 

Scenic drive 58% 19% 

Visiting historical sites 41% 17% 

Wildlife watching 31% 14% 

Fishing 11% 10% 

Hiking or backpacking 39% 7% 

Attending a rodeo 15% 7% 

Camping 9% 5% 

Hunting 5% 5% 

Sightseeing tour 14% 5% 

Horseback riding 9% 3% 

Mountain climbing 6% 3% 

Bird watching 10% 3% 

Snowmobiling 3% 2% 



Trip Expenditures  
for Marketable Trips 
 Total trip expenditures are down slightly from last year, partly due to the smaller party size, and 

less expenditures on transportation.   

 Interestingly, modest spending increases occurred in key categories of lodging, meals, 
entertainment and shopping.   It seems that people are spending more on the main phases of 
their trip – perhaps because transportation expenses are down a bit. 
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Expenditures for… 2007 2008 2009 2010 2011 2012 2013 

Lodging $260  $371  $302  $330 $325 $357 $361 
Meals/Food/Groceries $154  $192  $207  $173 $189 $178 $207 
Entertainment $101  $88  $111  $61 $98 $108 $117 
Activities $86  $75  $63  $46 $81 $18 $17 
Shopping $254  $194  $128  $101 $162 $80 $120 
Transportation $202  $207  $146  $182 $210 $343 $251 
Other $97  $76  $44  $21 $50 $34 $19 
Total $1,154  $1,203  $1,004  $914 $1,116 $1,118 $1,092 
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Trip Satisfaction 
 Ratings of marketable trips continue to 

shift upward, with more people rating 
their trip as “excellent” or “very good.” 

 While there is still opportunity for 
improvement to return the high ratings 
to their 2007 levels, this year’s results 
indicate progress in that direction. 
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Overall 
Experience 

2007 2008 2009 2010  2011 2012 2013 

Excellent 54.4% 57.2% 35.9% 37.0% 43.1% 43.8% 44.3% 
Very Good 29.6% 31.0% 43.1% 40.7% 29.1% 32.5% 33.3% 
Good 12.6% 8.6% 21.0% 19.5% 24.0% 20.0% 17.4% 
Fair 1.7% 2.4% 0% 2.5% 4.5% 3.5% 5.1% 
Poor 1.7% 0.9% 0% 0.3% 1.2% 0.2% 0% 



Recommending the State 

 As with many other positive 
measures this year, visitors’ 
willingness to recommend 
Wyoming as a place to visit 
remained strong at almost 
70%. 

 The top 2 most recommended 
states changed slightly with 
New Mexico displacing 
Colorado, there were some 
changes.  Idaho also showed 
additional strength this year. 

 Despite these shifts, 
Wyoming’s place in the ordered 
list remains in the middle.  
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State  Recommended 
2011 

Recommended 
2012 

Recommended 
2013 

Oregon 81.70% 77.80% 81.40% 
New Mexico 73.50% 61.80% 80.40% 
Colorado 86.10% 86.00% 80.10% 
Montana 68.90% 76.40% 72.90% 
Idaho 53.00% 55.60% 70.00% 
Wyoming 69.10% 70.70% 69.50% 
South Dakota 68.90% 75.30% 67.60% 
Washington 75.90% 75.20% 66.00% 
Nevada 73.60% 73.10% 60.80% 

North Dakota   51.60% 59.90% 
Utah 70.80% 67.70% 59.70% 
Texas 67.10% 63.70% 53.00% 
Oklahoma 54.40% 43.80% 30.00% 
Kansas 52.50% 26.40% 20.20% 
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Likelihood to Visit in Next Year 
 The percentage of visitors who report they are “very likely” to return to Wyoming remains above 

one-third, although there was little growth in this measure. 

 Another third indicate they are “somewhat likely” to return, and these can be influenced by the 
advertising campaign. Travelers have many options for their tourism dollars, and destinations 
must continue to present attractive opportunities. 
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Likelihood 2007 2008 2009 2010             2011 2012 2013 

Very Likely 28% 33% 26% 42% 37% 35% 36% 
Somewhat Likely 41% 33% 57% 28% 32% 35% 31% 
Not Very Likely 31% 34% 17% 30% 32% 30% 33% 
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51% 
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17% 
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Excellent Very Good Good Fair

“Very Likely” to return to Wyoming, by trip experience 

 One way to increase the likelihood of a 
return visit is to ensure that travelers have 
the best possible experience in the state. 
The graph at right shows how trip 
experience relates to likelihood to return.  



Visitor Demographics 
 The demographic profile of visitors is somewhat different this year, with more married 

households and smaller households. The profile also indicates that visitors this year were 
older and more up-scale.  The age difference is notable, but in past years (2007-08) this was 
the case.  There seems to be a segment of older couples traveling this year. 

 This information highlights the fact that there are segments of visitors that differ in their 
preferences and outlook.  This was explored in past visitor profiling, and is being explored in 
a separate research effort. Understanding the segments will help focus more targeted 
marketing efforts. 
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   2007 2008 2009 2010               2011 2012 2013 
Married 65.7% 62.4% 65.7% 65.4% 68.6% 62.9% 75.9% 
Not married  34.3% 37.6% 34.3% 34.6% 31.4% 37.1% 24.1% 
High school or less  6.4% 16.4% 2.7% 5.5% 4.8% 6.6% 6.2% 
Some college or tech. school  30.9% 40.1% 21.1% 23.1% 25.3% 22.5% 23.9% 
College graduate  42.5% 32.4% 50.5% 44.1% 41.8% 40.2% 35.3% 
Post-graduate degree  20.3% 11.1% 25.7% 27.3% 28.2% 30.8% 34.6% 
People in household  2.6 2.8 2.7 2.7 2.8 2.7 2.3 
Income   $71,955  $65,012  $67,429  $79,578 $76,563  $77,154  $84,717 
Age  50 46 40 46 40 40 53 
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Appendix – Questionnaire  
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Questionnaire  
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Questionnaire  
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Questionnaire  
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Questionnaire  
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